Tourists' expectations regarding a given destination are affected to a certain extent by the destination's promotional activities. Although tourism destinations have promotional strategies that are put into effect with the goal of increasing the number of visitors, destination promotional failures are inevitable in the tourism industry. Many of the marketing planners in Vietnam tend to encounter difficulties when deciding which promotion tools to employ because they fail to understand tourists' consumer behaviors. The main purpose of this study is to explore how promotional activities and evaluative factors affect destination loyalty within the tourism industry. This study proposes a structural model of the relationships among promotional activities (PAs), tourist expectations (TEs), tourist satisfaction (TS) and destination loyalty (DL). Randomly selected respondents from the population of international tourists departing from Vietnamese international airports were selected to participate in the questionnaire study. Initially, an exploratory factor analysis (EFA) was performed to test the validity of the constructs, and the confirmatory factor analysis (CFA), using AMOS, was used to test the significance of the proposed hypothesis model. The results show that the relationships among PA, TE,TS and DL appear significant. The results also indicate that, beside their high expectations regarding a given destination's features, international tourists seem to be dissatisfied with the services that they received when visiting Vietnam. This dissatisfaction leads to a low level of tourists' intentions to return to Vietnam. This paper concludes with a discussion of the implications of the findings from the study for tourism marketers.
Introduction
indicates that tourists eventually choose their travel destinations based on images of their destinations. Pearce (1989) conceptualizes a destination as an amalgam of products and services available in one location that can draw visitors from beyond its spatial confines. Other researchers (Murphy, Pritchard and Smith, 2000) have also viewed a destination as an amalgam of individual products and opportunities for experiences that combine to form a total experience of the area visited. Hu and Ritchie (1993, p 26 ) define a tourism destination as "a package of tourism facilities and services, which like any other consumer product, is composed of a number of multi-dimensional attributes." In defining the nature of the tourism product, several other researchers have incorporated a supply-side and a demand-side approach that describes how multiple components of the destination interact with travelers during their trip (Gunn, 1997; Inkeeps, 1991; Lew, 1987) . Molina et al (2010, p. 722) indicate that "understanding how customers acquire information is important for marketing management decisions." A promotional activity is a business activity that communicates a company's interests and embodies a transmission-reception of a variety of types of information between internal business processes and external business relationships. Modern companies have complex communication systems, which operate in various manners and through various feedback mechanisms. In researching tourists' expectations, scholars use information regarding tourists' opinions of a destination before they visit said destination (Gursoy and McCleary, 2004; Um and Crompton, 1990; Molina et al, 2010) . Therefore, the destination is defined as not only the perceptions of individual destination attributes but also the holistic impression made by the destination through promotional activities (PAs). Referring to a destination's attributes and promotional activities, Dann (1977) uses the pull factors (such as landscape, culture, price, service and climate)as the composite destination Promotion is recognized by many as a critical element in tourism marketing. To concretely understand the real efficiency of promotional activities in terms of tourist evaluations from their satisfaction with and destination loyalty for Vietnam, an examination of the influence of overall total satisfaction (TS) and the level of satisfaction with specific attributes and their impacts on repeat visitation to Vietnam has been conducted in Truong's (2005) study. However Truong (2005) notes that changes need to be made in the promotional strategy for Vietnam, and Weber (1996) and Cho (1998) have shown that many studies concentrate on tourist needs, but few focus on promotional activities and tourist satisfaction with the attributes of a specific destination area or on the perceived needs of tourists and their satisfaction with the outcomes of their needs. Most studies (Ahmad Puad et al, 2011; Chi and Qu, 2008; Chen and Tsai, 2007; Mahadzirah et al, 2011) focus on tourist satisfaction and destination loyalty by examining the influence of overall travel satisfaction on destination loyalty. However, there is a dearth of studies that attempt to examine the links among promotional activities, tourist expectation, tourist satisfaction and destination loyalty; especially within the Vietnamese tourism industry for the purpose of integrating information technologies along with interactive marketing activities to serve tourists properly and compete in tourism markets successfully.
Due to the lack of relevant previous studies, the main purpose of the present study is to examine the empirical evidence on the causal relationship between tourist satisfaction and destination loyalty. Therefore, a research model of the effects of promotional activity and tourist expectation on tourist satisfaction and destination loyalty was proposed and tested. This study aims to help tourism planners and marketers to construct a foundation of knowledge and understanding on which to base their strategic marketing decisions in combining conventional marketing planning and methods of handling relations with tourists and destination in order to enable the establishment of interactive relations as well as attract international visitors.
Literature Review

The Relationship among Promotional Activities, Tourist Expectation, Satisfaction and Loyalty
The promotional activity that the Vietnamese government has adopted to promote its tourism industry is intended to introduce the country's image to international visitors. Robin et al (2002) observe that the marketing of tourism destinations has traditionally been heavily oriented toward promotional activity. However, Poon (1993) demonstrates that destination marketing may achieve greater success by focusing on improving destination competitiveness, which implies that the needs of both destinations and stakeholders should occupy a more strategic perspective in tourism planning, development and marketing. At present, the marketing activities conducted by destination marketing organizations are centered mainly on the promotion of the destination as a whole (Lewis et al, 1995; Gomezlj and Mihalic, 2008) . The method of promotion refers to the means used to implement promotional activities and includes promotional tools, information channels and promotional programs. Kotler et al (1993) define a "promotional strategy" as the activity of communication with the target audience in a market (or multiple different markets). Various modes of promotional strategies and tools exist, including sales promotions, direct selling, advertising, public relations, and personal selling. Baloglu and Mangaloglu (2001) note that the main information sources used in executing promotional activities include formal interpersonal sources, external formal sources, commercial sources, and professional sources. Buhalis (1998) points out the importance of Internet as a source of information for consumers to become familiar with this emerging world of information. Thus, the term "information source" refers to the channel for providing information regarding the destination attributes. Truong and King (2009) demonstrate that the tourism attributes defined as the key characteristics of a given holiday destination may be conveniently grouped under the heading "The Five A's": attractions, activities, accessibility, accommodations and amenities. Dann (1981, p. 207) indicates that "once the trip has been decided upon, where to go, what to see or what to do (relating to the specific destinations) can be tackled. Thus, analytically, and often both logically and temporally, push factors precede pull factors." Tourists are pushed by their need to decide "whether to go", and then the tourists are pulled by destinations' attributes to decide "where to go". Therefore, promotional activityis very important for a destination to be successful in attracting more tourists. Bologlu and Mangalolu (2001) note that tour operators and travel agents have multiple and critical functions in the tourism market because they provide information and influence on tourism expectations and perceptions. Within the tourism marketing context, the destination perception is considered to be a major influential predictor in directing decision-making and consumer behaviors (Woodside and Lysonski, 1989) . Destination attributes are commonly used in the empirical research to measure tourists' expectations of a destination (Truong and King, 2009; Chen and Tsai, 2007; Žabka et al,2010) . Of such empirical studies, the majority have examined the expectations of particular places, such as countries or cities. Destination attributes are the main factors formulated by researchers for the purpose of describing the various aspects of a country's image, which predominantly influences a person's expectation of that destination. This expectation cannot be easily altered or manipulated by any other aspect of the destination selection process (Beerli and Martin, 2004; Kotler et al, 1993) .
Although there are many attributes associated with a destination, the fast growth of cultural tourism has been on the forefront for some researchers, and the cultural attractions have become the most important attribute (Miller, 1997; Smith, 2003; Esu and Arrey, 2009 ) during the past decade. Due to an increase in the percentage of people who enjoy traveling, the tourism industry has become a massive market and can now be defined as a "landscape industry", which is fully integrated into the destinations' environments (Formica, 2000 , Martin, 2005 . Tourists' destination choices are often influenced by convenience. Thus, destinations in closer proximity to one's home would be more likely chosen over destinations offering similar products but located at a greater distance (McKercher, 1998; Esu and Arrey, 2009 ). In addition, Dwyer and Kim (2003) state that local people's attitudes toward tourists are a major social factor in the formation of the macro-environment of a destination, which may influence tourists' satisfaction with their trip and is, therefore, vital to the success of the destination (Andriotis and Vaughan, 2003) . Lai and Vinh (2012) note that the services of a destination are the most important factor in tourists' destination choices. Thus, the prosperity of a destination's tourism is highly related to its provision of numerous ancillary services (Dwyer and Kim, 2003) . The above analysis clearly indicates that price, culture, entertainment, relaxation, landscape, weather, accessibility, safety, local people's attitudes toward tourists, and service are commonly used as attractive attributes for a destination to attract tourists. However, each destination will be visited for its own unique set of destination attributes.
To execute a successful promotional strategy, it is important to understand the expectations of tourists by analyzing the effects that such expectations have on tourists' destination selections, consumption of goods and services and choosing to revisit (Stevens, 1992,p. 46) . It is generally accepted that tourists have expectations after selecting a destination for a holiday and that their satisfaction levels during and after their holiday period are functions of their expectations (Truong and Foster, 2006) . Understanding their expectations will give important clues in developing destination attractiveness and improving tourist goods and services. To understand tourists' differences in perceptions, images and motivations toward a destination are essential to understand and predict tourism demand and its impact on the tourism location. Zahra (2012, p.20) indicates that "the creation of an image in consumer mind depends on the degree of familiarity obtained from all social and cultural sources and most importantly for destination marketing organizations the ability to understand consumer expectation and offer tourism product accordingly". In fact, this understanding of destination imagery and visitor perception is critical to a destination and provides the basis for more effective and efficient future strategic planning for the destination. In practical terms, this implies that destination image studies are a prerequisite to a successful marketing strategy. A successful promotional strategy necessitates the understanding of when the image of the destination forms and at what point the image influences a consumer's selection choice of a particular destination (Sirakaya, et al, 2004) . A major objective of any destination positioning strategy should be to reinforce the positive images already held by the target audience, to correct any negative images, andto create a new image (Pike, and Ryan, 2004) . On the other hand, destination images influence tourists' decisions and behaviors towards the destination as well as their satisfaction levels and recollections of the experience through the destination loyalty. Therefore, perceived images through promotional activity should be the basis of the evaluation or selection process and, thus, provide the link between motivations and destination selection (O'Leary and Deegan, 2003) . After reviewing 142 papers of destination image from 1973 to 2000, Pike (2004) addresses that the brand identity of a destination is the image recognition of a destination, and the brand image refers to how consumers perceive both the brand identity and brand positioning to enhance the resemblance between brand identity and image. However, there are gaps in the literatures as well as lack of examining the links among promotional activities, tourist expectation, tourist satisfaction, and destination loyalty. From the above discussion, this study proposes the following hypotheses:
H1: Promotional activity is positively related to the tourist expectation of the destination.
H2: Promotional activity is positively related to the overall satisfaction of the destination.
H3: Promotional activity is positively related to the destination loyalty. (1994, p. 134) notes that the "expectation can be defined as the performance of the establishment, ideal performance or desired performance." Oliver (1997) also states that the expectation can be interpreted as prior estimations made by customers while receiving services. To determine the level of customer satisfaction with a specific holiday destination, previous researchers have used various instruments that generate gap scores based on the difference between the expectation and perception of the delivery of particular services associated with that destination (Moutinho, 1987; Parasuraman et al, 1988; Abdeldayem and Khanfer, 2007) . This approach is not holistic in that it does not address the total holiday experience. Generally speaking, the expectation can be defined as the ideal or desired performance of the establishment. The most commonly applied framework in service marketing research deems satisfaction as an emotional response that follows from cognitive responses to service experiences (Valle et al, 2006) . Satisfaction affects the decisions made when choosing a destination, the consumption of goods and services at the destination, and the intention to revisit the destination. Repeat visitation is important at the broad economic level and for the individual attraction in particular as well (Žabka et al,2010) . Barsky and Labagh (1992) introduce the expectancy -disconfirmation paradigm into the field of lodging research. The proposed model in these studies was constructed around the assumption that customer satisfaction was the function of disconfirmation, measured by nine "expectations met" factors that were weighted by the specific important attributes of employee attitude, location, room, price, facilities, reception, service, packing and food and beverage. As a result, customer satisfaction was found to be correlated with a customer's willingness to return (Chen and Tsai, 2007; Žabka et al, 2010; Mohamad et al, 2011) . Oliver (1999, p. 34) defines the loyalty as "a deeply-held predisposition to repatronize a preferred brand or service consistently in the future, thereby causing repetitive same brand purchasing, despite situational influences and marketing efforts having the potential to cause switching behavior". In the context of tourism, Kuusik et al (2011) note that destination loyalty is viewed as a tourist's level of intention to revisit the destination (Kozak, 2001; Jang and Feng, 2007) and also as the tourist's perception of a recommendable place (Chen and Gursoy, 2001) . Similarly, Kuenzel and Katsaris (2009) describe post-visit behavior as the intention to return (purchase intention/loyalty) and recommendations through word-of-mouth (WOM). According to Cheng et al. (2011) , services are more natural "carriers" for WOM than goods are, as services/products, such as resorts or restaurants, are highly affected by WOM. Therefore, destination loyalty can be described as the behavioral intention of the customers to revisit and disseminate positively through word of mouth favorable recommendations about a particular destination to others. Jacoby and Chestnut (1978) demonstrate three ways of measuring loyalty as: (1) behavioral approach, (2) attitudinal approach and (3) composite approach. Petrick (2002) depicts that satisfaction is an excellent predictor of repurchase intentions, and Barsky (1992) mentions that satisfaction is frequently influenced by the expectation while expectations may assist in the understanding of satisfaction formation. Cole and Illum (2006) find that satisfaction (affective component) mediates the effect of service quality (cognitive component) on behavioral intentions (conative component). Chi and Qu (2008) conclude that attribute satisfaction is antecedent to overall satisfaction and that attribute satisfaction and overall satisfaction are both determinants of loyalty. In addition, Mahadzirah et al(2011) provide empirical evidence that confirmed the positive and significant relationship between tourist satisfaction and destination loyalty. From the findings of previous literature reviews, this study proposesthe following hypotheses: H4: Tourist expectation is positively related to the overall satisfaction.
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H6: The higher the overall satisfaction is, the more positive the destination loyalty will be. Figure 1 shows the research framework. 
Research Method
Questionnaire and Sample Design
The questions in the questionnaire are based on a review of the relevant literature and on interviews conducted with tourists and tourism experts. The experts include three professors in a tourism college, three tourism experts in the tourism industry and twenty tourists in Hanoi. The questionnaire consists of four parts. The first part of the questionnaire addresses promotional activities, with five items derived from the interviews and from a previous study (Lai and Vinh, 2012) : information source, online system available, visa application process, tourism agency service and tour program designed. The second part of the questionnaire contains questions regarding tourist expectation and includes the HOLSAT instrument (Tribe and Snaith, 1998; Truong and Foster, 2006 , Truong and King, 2009 , Lai and Vinh, 2012 , with four attributes considered: environmental framework, heritage/cultural festival, staff service and tourism infrastructure. The third part contains questions relating to tourist satisfaction, using three items (pleased that decided to visit the tourist destination, visit the tourist destination exceeded expectations, delighted about this destination) based on the adaptation of the universal scale from Oliver (1997) . The fourth part addresses the construction of destination loyalty, which operates on two items ("I would choose the destination again for my future travel" and "I will recommend the destination to friends and relatives") pertaining to loyalty commitment and repurchase (revisit) intentions (Sirakaya et al, 2004; Tian-Cole et al,2002) . All of the questions regarding promotional activity, tourist expectation, tourist satisfaction and destination loyalty were measured by five-point Likert scales (ranging from 1=strongly disagree to 5=strongly agree). The survey instrument was revised by 3 professors in a tourism college and by 3 experts in the tourism industry and was then pilot tested by 30 graduate students from the tourism program in Hanoi University of Business and Technology, Hanoi, Vietnam (Note 1). The questionnaire also contained a number of questions related to demographic variables. 
Measures
The questionnaire was originally prepared in English. The statistical package for SPSS version 20.0 and the structural equation modeling tool AMOS 20 were used to analyze the data for the questionnaires. First, an explorative factor analysis (EFA) using the principle component method was performed to reduce the number of variables and to look for underlying constructs within the data. Data were checked for suitability for this type of analysis. This study calculated the determinant of the correlation matrix to eliminate the extreme correlations between different variables, and then followed with the assumption that a factor analysis for those correlations among variables would be moderate. Second, based on the questionnaire, an appropriate assessment for confirmatory factor analysis (CFA) was used to assess the validity and reliability of the constructs of the measurement scales (Hair et al, 2006) . Finally, a series of steps using SEM analysis was utilized to test the moderating significance of the hypotheses. The hypothesized relationships depicted in Figure 1 were measured using AMOS 20.0 through path analysis. All of the hypotheses in this study were developed based on empirical evidence from previous studies.
Results Analysis
Respondent Profile
The 
Reliability Analysis
In this study, the principle component method is used for the explorative factor analysis. Four factors with 14 items are loaded into the system, and the result indicates that 76% of the variance of the four factors has been explained with an eigenvalue that is greater than 1.0. Three items of the loading factor are less than 0.5, which are deleted from the scale. The varimax-rotated factorial pattern implies that the first factor concerns promotion activity (5 items, Cronbach's α= 0.918); the second factor relates to tourist expectation (4 items, Cronbach's α=0.808);the third factor consists of the characteristics of tourist satisfaction (3 items, Cronbach's α=0.714); and the fourth factor relates to destination loyalty (2 items, Cronbach's α=0.770). The arithmetic means of the 4 multi-item factors were used to build the construct. The result of the factor analysis is shown in Table 2 . From the results, the Cronbach's α coefficients ranged from 0.918 to 0.714. Therefore, all of the factors were accepted and deemed reliable, as recommended by Nunnally (1978) .
Construct Validity
Validity convergence was used to assess the validity of the instruments used in this study. According to the study of Hair et al (2006) , construct validity is crucial to ensure that a set of items actually represents the theoretical latent construct. In addition to the standardized factor loadings in the CFA, the validity convergence in this study was examined by observing the value of composite or construct reliability (CR) and variance extracted (VE) for each of the dimensions of all of the factors. As noted by Hair et al (2006) , the CR values should be greater than 0.6, while VE should be above 0.5. The CR, VE, and standardized factor loadings are the indicators for the validity convergence. The rule of thumb for good reliability estimation is 0.7 or higher, which means that all observed variables consistently represent the same latent construct. As shown in Table 3 , t-values for all of the standardized factor loadings of the items were found to be significant (p<0.01). In addition, construct reliability estimates ranging from 0.772 to 0.921 exceeded the critical value of 0.6 recommended by Hair et al (2006) . The average variances extracted (AVE) for all of the constructs fell between 0.510 and 0.692 and were greater than the value of 0.5 suggested by Hair et al (2006) . Finally, the discriminant validity was found to be evident in the AVE because the constructs were greater than the squared correlation between the constructs, and hence the relationships between measures and constructs were stronger than the relationships between constructs themselves (Murphy et al, 2000) . This result indicates that all of the items have an acceptable convergent validity and discriminant validity in explaining the theorized constructs (Hair et al, 2006) . 
Structure Model Fit and Model Coefficients
The measurement model was observed for overall fitness by referring to other fit indices, as suggested by Byrne (2001) , Kline (2005) , Schumacker and Lomax (2004) , and Tabachnick and Fidell (2007) . The fit indices reported in this study include the Root Mean Square Error of Approximation (RMSEA) for model fit and the Tucker-Lewis Index (TLI) and the Comparative Fit Index (CFI) for model comparisons, which indicate that the model is adequately fit and that the cutoff values are 0.90 or higher for CFI and TLI (Byrne, 2001; Kline, 2005; Schumacker and Lomax 2004) , 0.08 or lower for RMSEA, and 0.5 or higher for the Parsimony-Adjusted Measures of CFI (PCFI) (Byrne 2001; Kline,2005; Schumacker and Lomax, 2005) and others listed in Table 4 . The acceptable range for normed chi-square was 1 to 5 (Schumacker and Lomax, 2005 ) and P<0.05 or PClose>0.5.
A CFA of the constructs of promotional activity, tourist expectation, tourist satisfaction and destination loyalty were also performed in this study. The final model contained five reflective indicators for promotional activity, four for tourist expectation, three for tourist satisfaction and two for destination loyalty. Employing the covariance matrix among the 14 measurement items as the inputs, an SEM analysis was conducted to examine the relationships between each pair of constructs as hypothesized. The results of the SEM analysis are shown in Table 5 . The fit indices of the model are summarized in Table 4 
Structural Model Analysis
The result in Table 2 indicates that most of the mean scores of the five methods of promotional activities in terms of tourist satisfaction are higher than 3.0, which is the value of the moderate satisfied level. Thus, it cannot be concluded that the five methods satisfied the international tourist in choosing Vietnam as their destination. In addition, the mean scores of information source and tourism agency just equal to 3.07 and 3.05. On the other hand, online system available (M= 3.15), visa application process (M=3.19) and tour program designed (M=3.13) are ranked higher in making visitors satisfaction. It shows the need for applying the concept of interactive marketing and improving the information system.
Regarding the expectations of Vietnam tourist attributes, international tourists seem not to be satisfied with service providers (Mean=2.10, 3.04 and 2.98, see Table 2 ). As a result, the rate of intent to return (destination loyalty) is negatively affected (Mean=3.0 and 2.98, see Table 2 ). However, it is evident that travelers are highly motivated to learn about the history and culture of Vietnam (Mean=3.56). In addition, nature is also considered as a site attraction for Vietnam (Mean=3.27) while service staff and infrastructure are comparatively lower (Mean=3.07 and 3.17, see Table 2 ).
All hypothetical relationships in our conceptual model are supported (see Table 5 ). The promotional activity is positively related to the tourist expectation of the destination (H1: β=0.309, t=5.717, p<.0.01). It means that promotional activity is highly recommended for purchase decisions after the destination selection, such as choosing accommodation, transportation and activities. Understanding the perceptions of tourist on the destination is useful in planning promotional and marketing activities of Vietnam as destination's tourism products. The results of estimations for the relationships of the promotional activity and visitor satisfaction are strongly consistent with the proposed hypothesis (H2: β=0.212, t=4.924, p<0.01). In this perspective, the visitor satisfaction is influenced from the demand and supply sides. The effect of promotional activity on destination loyalty is also strong (H3: β=0.367, t= 6.228, p<0.01). Vietnam marketers expect to realize the visitor's dreams to experience quality service with a high quality based experience. In order to realize this ambition, any experience should include all the elements that attract visitors such as "The Five A's": attractions, activities, accessibility, accommodations and amenities (Truong and King, 2009) or environmental framework, heritage/cultural festival, staff service and tourism infrastructure (Lai and Vinh, 2012) . When these elements are appropriately used, they will meet the visitor's demand and more likely to result in satisfaction and destination loyalty. Similarly, the prediction that tourism expectation is positively related to the overall satisfaction is supported (H4: β=0.246, t= 5.339, p<0.01).Hypothesis 5tested the relationship of tourism expectation and destination loyalty is strongly supported (H5: β= 0.362, t=6.395, p<0.01). The finding in H4 and H5 supports the need for destination marketers creating positive images of the destinations and improving the quality of tourism product. A visitor is satisfied when the quality of the facilities and services meets or exceeds expectations, and thus it leads to behavioral intentions to visit Vietnam. Finally, the testing of the relationship between tourist satisfaction and destination loyalty (the higher the overall satisfaction, the more positive the destination loyalty is) has been verified and is supported (H6: β=0.192, t=4.773, p<0.01). 
Discussion and Conclusion
Discussion
This study provides a framework for understanding the interrelationships between promotional activity, tourist expectation, tourist satisfaction and destination loyalty. By using the SEM method, this study adds empirical support to the literature and has tested six hypotheses related to the promotional activities and evaluative factors affecting the destination loyalty of visitors in Vietnam. According to the results in this study, the six hypotheses are supported. Regarding hypothesis 1, the result indicates that promotional activity is positively related to the TE of the destination. This finding corroborates the findings in Baloglu's (2001) study in that the information sources through which tourism promotional activity is executed should include formal interpersonal sources, external formal sources, commercial sources, and professional sources. Information is the channel through which factual knowledge regarding a destination's attributes can be provided and can influence the tourist expectation of a destination. However, in Baloglu's study, the results reveal four distinct loyalty levels: high loyalty, latent loyalty, and low loyalty, which was divided into two distinct sub-levels (natural switchers and experiential switchers), whereas the spurious loyalty group was not supported. The findings are also consistent with the results of other studies in the area of tourism (Yüksel and Akgül, 2007) in that the relationships of promotional activity and tourist satisfaction and the effect of promotional activity on destination loyalty are strongly consistent with the proposed hypotheses. Similar to the findings of this study, Teas (1994) and Aksu et al (2010) indicate that expectations of a destination affect satisfaction levels and destination loyalty. The final hypothesis of this study, which states that the higher the overall satisfaction, the more positive the DL is, has been validated and supported. This result is consistent with those of Chen and Tsai (2007) and Žabka et al. (2010) , which both provide empirical evidence confirming a positive and significant relationship between tourist satisfaction and destination loyalty. However, in their studies, the perceived quality is considered as the mediating variable for tourist satisfaction and destination loyalty. In Chen's and Tsai's study, the destination image and trip quality adopt similar variables (the path coefficient between the destination image and the trip quality equaled0.91) to assume that the similarity of both constructs affects the estimation results. Žabka et al. (2010) indicate that the perceived quality of a destination's offerings as a formative construct does not permit the generalization of the relevant indicators across different destinations. Therefore, the relationship of promotional activity, tourist expectation, tourist satisfaction and destination loyalty in this study may provide a more specific approach to the core of the study, and the concept and degree of customer loyalty as two critical indicators can measure the success of a product-marketing strategy applied in the tourism industry (Mohamad et al, 2011) .
The globalization of travel and improved accessibility of tourist destinations are increasing competitive pressures for destination managers (Žabka et al, 2010) . The results have identified several key benefits sought by respondents that will be useful for promoting the Vietnamese tourism industry. As noted by Truong (2006) , Vietnam is perceived as an attractive tourism destination in terms of its scenic beauty, history and culture, the friendliness of the local people, food, and cultural and natural attractions as well as being perceived as an economical vacation destination. This perspective requires new and more efficient promotional activities. According to the results of this study, the marketing planners can use the following five methods of promotion: giving a clear and specific information source, making an online system available, ensuring a flexible visa application process, employing professional tourism agency services and well-designed tour programs. In contrast to the high expectations of Vietnam as a destination, tourists seem not to be satisfied with the services given in Vietnam (Mean=2.10, 3.04 and 2.98, see Table 2 ). As a result, the rate of intent to return (destination Table 2 ). This result is similar to Lai's and Vinh's (2012) suggestion that improving the link between a destination's attributes and promotional activity is highly recommended to satisfy visitors and to improve the destination's image. In addition, a destination's image can significantly impact tourists' levels destination loyalty. Tourists who enjoy better services than they had initially expectedare more likely to return to the destination in the future.It is vital for Vietnamesetourism managers and marketers to gain a competitive advantage over regional or international competitors by improving customer impressions to develop a solid destination branding image.
Academic Contributions
Existing models focus on tourist satisfaction and destination loyalty by examining the influence of overall travel satisfaction on destination loyalty (Ahmad Puad et al, 2011; Chi and Qu, 2008; Chen and Tsai, 2007; Mahadzirah et al, 2011) . However, there is a dearth of studies that attempt to examine the links among promotional activities, tourist expectation, and tourist satisfaction and destination loyalty. Applying SEM method, this study contributes to the academic knowledge by examining tourism theory in the context of Vietnam. This study also improves previous research model in tourism marketing (Yüksel and Akgül, 2007 , Chen and Tsai 2007 , Žabka et al., 2010 , and Mohamad et al., 2011 by adding the important factors of promotional activities and tourist expectation. Our model gives a more extended and integrated vision of the effects of promotional activity and tourist expectation on tourist satisfaction and destination loyalty was proposed and tested in all phases of tourist decision-making. On the other hand, by testing the relationship of promotional actives and tourist expectation, the result shows the need for applying the interactive marketing concept in promoting Vietnam tourism industry. The findings of this study are important since Vietnam has been gaining higher popularity as an appealing tourism destination (Bui, 2011) but there are still limited researches on Vietnam tourism.
Managerial Implications
The findings of this study can help tourism marketers associate with the destination marketing efforts and promotional activities and be successful destination management organizations. Promotional activities are important factors for reducing the uncertainty about tourists' destinations by creating and fulfilling tourists' expectations. When marketers understand how consumers search for information, they can create more effective campaigns to influence consumers' expectations (McColl and Fetter, 1999) . Our findings could help tourism marketers of tour operator and travel services to better understand the structure of destination image and to identify the related core attributes of destination. In addition, the promotional activities can be implemented based on tourism attractions such as natural and cultural attractions.
This study recommends that the service quality should be improved, including the tourism product and service staffs, to attain a higher overall satisfaction level and improve the overall destination image as well as the destination loyalty from tourists. Accordingly, with not only these tourism attributes but also with well-prepared marketing plans as well as promotional activities, the best strategies for enhancing destination competitiveness may be established for the tourism destinations. In addition, tourism-industry trends reveal the necessity of acquiring advanced technology and information systems to improve the promotion activities of the tourism industry. In this context, tourist organizations should use Internet as a promotional activity for purchase decisions after the destination selection, such as choosing accommodation, transportation and activities. Furthermore, understanding tourists' perceptions of the destination is useful in planning promotional and marketing activities of Vietnam as destination's tourism products.
This study shows that visitor experience is influenced by the demand and supply sides. The demand side is formed by the visitor's expectations; therefore, promotional activities have accumulated the facts and useful information about Vietnam in order to help visitor select the right place, service and trip planning. This study suggests that marketing planners can use the following five methods of promotion: providing a clear and specific information source, making an online system available, ensuring a flexible visa application process, hiring qualified professional tourism agency services and selecting well-designed tour programs. When these methods are used and meet the visitor's demand, they are more likely to result in satisfaction and destination loyalty. 
Research Limitations
Although this study contributes to the theoretical and managerial implications, the model used in this study should be more developed in regard to trip quality and perceived value in the future. Namely, another construct could be introduced and tested as it may have a strong impact on promotional activities and expectations. Also, future studies with larger samples could be conducted to allow for comparisons between national and foreign tourist behaviors as well as between experienced and non-experienced tourists.
Conclusions
Since the SEM method in tourism literature is still quite limited (Assaker et al, 2010) , this study not only contributes to the managerial implications but also to the theoretical development. This study adds empirical support to the literature while testing six hypotheses related to the promotional activities and evaluative factors affecting the destination loyalty of visitors in Vietnam. According to the results in this study, these results have identified several key benefits that will be useful for promoting the Vietnamese tourism industry. Furthermore, the results also suggest that improving the link between a destination's attributes and promotional activities is highly recommended to satisfy visitor's expectations and to improve the destination's image. This study recommends that the service quality should be improved, including the tourism product and service staffs, in order to attain a higher overall satisfaction level and improve the overall destination image as well as the destination loyalty from tourists. In regard to interactive marketing, the results show that Internet, as a complete and powerful information sources (Brettel and Andrea, 2010) , has a positive impact on destination expectations and allows consumers to collect a large variety of information about destinations.
